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Thailand 4.0 : New Growth Industry

Functional

Smatt (" Telemedicine

n " Thailand 4.0 &=l Wellness
] . % Devices _
- Life Style Driven by —
NBZ_7 Movie Industry 4.0

FinTech N »IT-1 = IS

eCommerce

Education
Technology

Source: NSTDA
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capital intensiveness

2. LU of the Nation Creative Economy
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Cultural Industry
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Figure 1.3 | UNCTAD classification of creative industries

CHItLIA 2Hoe ultu-l;;alcg)t(l:rnez'sions Herit
Archaeological sites, eritage
museums, libraries, ) Arts and crafts, g
exhibitions, etc, festivals and celebrations
Visual arts Performing arts
Paintings, sculptures, Live music, theatre, dance,
photography and antiques opera, circus, puppetry, otc.
Arts
Publishing and
printed media Creative industries Audiovisuals
Books, press and Film, television, radio,
other publmm other broadcasﬂng
Media
Design New media
Interior, graphic, Software, video games,
fashion, jewellery and toys digitalized creative content
Creative services Functional
S 3 0 creations

Source: UNCTAD

creative R&D, cultural
& recreational




UINNTIUNIINUTITY Creative Economy | Cultural Industry

Ctan Rearroes oA A e resee ) Table 3. Creative goods: Top 20 exporters worldwide, 2003 and 2012
UNICTAD ,

Value (in millions of $) Rank Market share
(%)
CREATIVE ECONOMY OUTLOOK AND Ranking Exporter 2012 2003 2003 2012
COUNTRY PROFILES: 1 China 151'182 38'180 1 31.91
ksl 2 United States 37'844 17887 3 | 7.99
3 Hong Kong, China 34197 23'637 2 7.22
4 Germany 28'719 16'519 4 6.06
5 India 25'846 4'349 12 5.46
6 United Kingdom 23'083 14'520 5 4 87
7 France 19'774 10137 6 417
8 Switzerland 13'073 5135 9 2.76
9 Singapore 11'344 1'866 18 2.39
10 Netherlands 9'395 4'750 10 1.98
11 Taiwan, China 9'380 NA 1.98
12 Japan 7721 3'823 14 1.63
13 Belgium 7'611 6'469 8 1.61
14 Turkey 7'361 2'303 16 1.55
15 Thailand 6'460 2'928 15 1.36
16 Canada 6'254 9'515 7 1.32
17 Spain 5'922 4'616 M 1.25
18 Malaysia 5'810 1'951 17 1.23




UINNITTUNIIIIUSTIU Factors Enabling Creative Economy

oo | The local strengths: Successful creative economies
T are found in close proximity to academic, research and

"™ | cultural centres, allowing ideas and people to mingle.
Factors for Enabling
the Creative Economy The technological enablers: Digital technology

enables creative ventures to be launched from any
location at scale, and successful creative entrepreneurs
have been able to harness technology to their
advantage.

The inspiring entrepreneurs: The catalysts in creative
hubs are successful individuals who demonstrate what
IS possible while inspiring and training other creative

THE LOCAL STRENGTHS ent rep reneu r'S‘ ']
The role of government: By using regulation and

Torsixct wams - incentives wisely, governments can help create the right
conditions for creative economies to flourish.

The power of place: Creative economies are in places

where people want to live due to location and amenities

@ — and the most successful have established themselves

as international hubs.

THE ROLE OF THE INSPIRING
GOVERNMENT ENTREPRENEURS



UIANTIUNIINUTITY Cultural Industry

The term "culture industry" is intended to
refer to the commercial marketing of
culture, the branch of industry that deals
specifically with the production of culture
that is in contrast to "authentic culture".

According to international organizations such as UNESCO
and the General Agreement on Tariffs and Trade (GATT),
cultural industries (sometimes also known as "creative
iIndustries") combine the creation, production, and
distribution of goods and services that are cultural in
nature and usually protected by intellectual property rights.
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Cool Japan Strategy 2012

Overall Image of the Cool Japan Strategy to Make Large Profits

H

O Fashion, apparel
O Beauty and cosmetic

O Dining out (Sushi, ramen, sweets,

etc.)

O Retort and other processed food

O Liquor and beverages

O Dishes and cooking euipments

Lifestyle ..........

O Home appliances, Washlets,

O Interior accessories and furniture
O Stationary goods, sundries, and

traditional craftwork

O Sightseeing spots
O Inns and hotels

ODramas, etc.

OCooking programs

QEC sites

QOFashion shows, etc.

OStores and restaurants

ODramas, etc. " OSupermarkets and convenience
stores, etc.
QOStores (Electronics retail
_______ OVariety shows S stores)
ODramas, etc. ODealers
erc. OEC sites, etc.
OTour programs :
....... Olnfongation it QOfTravel agencies (Tours)
i programs, efc. OAirlines, etc.
1
!

’

Securing broadcasting &
distribution channels through
collaboration with local
broadcasters
*W.-dea‘} disseminate content, fashion, food,
fourism Q‘f Japmreﬁe origin to overseas

consumers o create a Japan boom in foreign
countries

‘\ L

I
-

Exploring sales channels through
collaboration with the retail and
distribution businesses, such as

commercial bases

*Create a mechanism to gain profits locally
through product sales and provision f services

(stores, EC, TV shopping, etc.)

| ONoda [Soy sauce]

.| OKyoto [For luxury-

| OOkinawa [Divers)

H 0, ls'ﬂCS CﬂmmBrCl -
H (Dﬁ‘ﬂ‘lbuﬂ on & ( & aseg' ITI%% 1
Cool Japan-related products i____broadcasting media) ) )
(that have large markets) [in Japan] , . P .
QO Animation OStores (Character goods, etc.)
[ J OMusic programs OEvent and live concert venues O Akihabara [For Otaku)
QOlnformation OAppearance in CMs (Personalities)
programs, etc. ODance classes, game centers, efc.
<Consumer goods (BtoC)>
T OStores (Clothes, nail salons) OGinza [For mature

ladies]
OShibuya [Kawaii]
OHarajuku [Street fashion]

OTsukiji [Sushi]

seeking people]

OHokkaido [Skiers]

Mechanism for
incubation though
cross-industrial
collaboration

OProvision of risk money
when companies intend to

conduct overseas businesses
to make large profits in
specified fields

OPlanning of the
overall strategy and

3

*“Visit Japan” campaign

*Create a mechanism to invite
Japan followers to “meccas” in
Japan and promote
consumption in Japan

miscellaneous

administrative services for

individual companies

Increase
National
Wealth



B Through the Cool Japan Strategy, ensure employment by promoting overseas development by small and
medium businesses and young designers, attracting tourists to Japan, and revitalizing local communities.

Construction of creative ecosystems .
Japan Promotion of creative cities, etc. ASIa’ Europe’ USA’ etc.

Fashion Anime Implementation of foreign
( N 4 development projects f
Creation of funds, etc.
. 2]
Connect those in charge, the P Parisian girls in
wo(lj'kers(,j.creatt)ors_ and small g "Goth Lolita"
Students learn x and medium DbusInesses, > fashions
: Students study sketching : o
| about clothing pattems  } | with world markets. . (Japan Expo)
=
Regional specialties Q.
Food culture : : o
and design skill Transfer Cool Japan's &
( AYE | popularity to export products ':; , oot |
. L% ‘ anadriya festiva
3 ©
o = Q- Outbound -3 in Saudi Arabia
- - =3
Cl?jzfs demor;str:te Kumano brushes )
9 panese 100 J L y

Tourism
Inbound
= : : . Coming to Japan in search of the
our guides for foreign tourists W 2 “ "
(Akihabara) real thing" and the "real place

Tourism promotion
Loosening criteria for creators' visas
Etc.

(Visits by tourists and creators)

10




World Food Capital | Michelin Stars

World Totrism Organization % A very good restaurant in its category

gB % "Excellent cooking, worth a detour”
% aB % 'Exceptional cuisine, worth a special journey”

1

CITIES

1
1
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|
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Health and O Educational
Wellness Tourism
Slow Travel , v

on Train /

Genealogical

Tourism Critas
: Volunteer
' Tourism
Multi-
C} Generational Mystery
Travel Travel
Bucket List ‘Feels ch:tung'
Travel ()
Adventure

1 Silver hair
tnurlsts

b




UIANTTUNIINUSTTU Tourism Competitiveness

WORLD TRAVEL & TOURISM COMPETITIVENESS INDEX

ECONOMIC

& Enabling Environment

1. Business Environment (12 indicators)

Insight Report

The Travel & Tourism

2. Safety and Security (5 indicators)

Competitiveness 3. Health and Hygiene (6 indicators)
Report 2015 4. Human Resources and Labour Market (9 indicators)
St Srotigh o0k 5. ICT Readiness (8 indicators)

T&T Policy and Enabling Conditions
6. Prioritization of Travel and Tourism (6 indicators)
/. International Openness (3 indicators)
8. Price Competitiveness (4 indicators)
9. Environmental Sustainability (10 indicators)

Infrastructure
10. Air Transport Infrastructure (6 indicators)

11. Ground and Port Infrastructure (7 indicators)
12. Tourist Service Infrastructure (4 indicators)

Natural and Cultural Resources
13. Natural Resources (5 indicators)
14. Cultural Resources and Business Travel (5 indicators)



UIANTTUNIINUSTTU Tourism Competitiveness

Business
Environment

Cultural Resources
and Business Travel

, Health and Hygiene

Tourist Service Human Resources
Infrastructure and Labor Market
Ground and Port ICT Readiness

Infrastructure

Prioritization of
Travel & Tourism

Environmental International
Sustainability Price Openness

Comnetitiveness
flun - WEF
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TRAVEL & TOURISM COMPETITIVENESS INDEX

Pillar 14: Cultural Resources and Business Travel

(5 indicators)
A country’s cultural resources are another critical driver of

T&T competitiveness. In this pillar we include the number of ~ 7€
UNESCO cultural World Heritage sites, the number of large
stadiums that can host significant sport or entertainment -

events, and a new measure of digital demand for cultural and
entertainment—the number of online searches related to a
country’s cultural resources can allow the level of interest to
be inferred. The number of international association meetings
taking place in a country is included to capture, at least
partially, business travel.

Natural and Cultural Resources
13. Natural Resources (5 indicators)
14. Cultural Resources and Business Travel (5 indicators)
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Executive summary

The first global N i s Q Cultural and creative industries (CCI) generate US$2,250b of

map of cultural and revenues and 29.5 million jobs worldwide
creative industries

2
\’ The cultural and creative world is multipolar

EJ Cultural and creative content drives the digital economy

7
U 4

Cultural production is young, inclusive and entrepreneurial

==+Building a better
working world

x
c; Culture boosts cities' attractiveness

In 2013, cultural and creative industries

worldwide generated revenues of US$2,250b P! ‘b . . . :
and employed 29 million people %%% The informal economy is a vast reservoir of jobs

abdh

o Leveraging a more creative world
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In 2013, cultural and creative industries
worldwide generated revenues of US$2,250b
and employed 29 million people

A Cultural times

The first global
map of cultural and _
creative industries

December 2015 Revenues Employment
(2013, USSh) (2013, number of jobs)

—-—- Television 477 3,527,000

ol Visual arts 391 6,732 000

B Newspapers and magazines 354 2,865,000
Advertising 285 1,953,000
Architecture 222 1,668,000
?‘ 7 Books 143 3,670,000
1 Performing arts 127 3,538,000
Gaming 99 605,000

Movies 77 2,484,000

Music 65 3,979,000

Radio 46 502,000
Total (before removing double counting) 2,285* 31,524,000*

Total (minus double-counting) 2,253 29,507,000
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Cultural Industry

Table 1. Basic model of the measures for economic size and structural analysis

Indicator

Measure

Description

Gross value added

Gross value added/GDP of cultural
industries or sub-sectors

Gross value added/GDP of cultural
industries or sub-sectors in absolute
terms

Gross value added/GDP of cultural
industries in relative terms

Share of cultural industries gross value
added/GDP in GVA/GDP of total
economy (%)

Distribution of gross value added/GDP
by sub-sectors

Share of cultural industries sub-sectors
in total gross value added/GDP of
cultural industries in absolute and
relative terms

MEASURING THE ECONOMIC CONTRIBUTION
OF CULTURAL INDUSTRIES

Employment

Contribution of cultural industries
employment to total employment

Share of cultural industries employees in
total employment (%)

Distribution of employment in cultural
industries sub-sectors

Share of cultural industries sub-sectors
employment in total employment in
cultural industries in absolute and
relative terms

Volume and share of self-employment

Number of self-employment jobs/share
of self-employment in total self-
employment jobs in economy

Labour productivity in cultural industries

GVA in cultural industries per employee

Business activity

Stock of businesses

Number of businesses by size in cultural
industries

Distribution of businesses by sub-sector

Number of businesses by size in cultural
industries sub-sectors

Business-start ups

Number of new businesses in cultural
industries per 10,000 persons

Business mortality

Number of closed businesses in cultural
industries per 10,000 people

Distribution of start-up businesses by
sub-sector

Number of new businesses in cultural
industries sub-sectors per 10,000
persons

Distribution of business mortality

Number of closed businesses in cultural
industries sub-sectors per 10,000
persons




UINNITTUNIIIIUSTIU Creative Economy | South Korean Case

b Creative economy vitamins

Sector Key agenda (technologies to be applied)

Vitamin
Agriculture

A | Management of agricultural, farm products (sensor, big data)

kt ' ey 2‘0"{?‘” Vitamin | Services linking tourism, culture and local government
e (B (QR code, augmented reality, 3D video)

transport, logistics 2015
' Vitamin F . Machine-to-machine communication based management
Food W) of food distribution and safety (RFID, smart device, app)

LTE-based intelligent railroad, smart autonomous driving road,
localized GPS satellite navigation

-
b B0 T +  Vitamin
K SK Grou ICT for agriculture June 30 I nfrastructu re

Sensor network-based warnings against accidents and disasters,
protection of the socially disadvantaged (GPS, sensor, app)

% [ Source: the ministry
0. : Where K stands in t f “creati s
T : ere norean stanas in terms or creative economy
o Korea's mark out of 10 scale
@ Hyundai Auibmobie enary Sectors of capacity (ranking among OEDC members)  Average for G7 members
Motors 27 2015
s rvonon, s Human resources [ INININININN 6.5 (22) 5 [y X
My mommascass Hyundai Heavy Shipbuilding, July 15 )
R Innovation  [EIIIININN 5.4 (11) HEEREIS5

= Gs < = a” mc HHNREEEREIS6) HENEEEN70
Dot Cutture [N 3.7 (29) EREENS3

o egg:m HEEREEE6.7(21) ERDEEDER1.6

_ capacity index=Average MMM 6.2 (20) [ i [ & =0 6.6

Source: Hyundai Economic Research Institute




Global Creativity Index 2015 | Creativity in Southeast Asia

4 N

Martin
Prosperity
Institute

Philippines

©0

Indonesia

OO0

Glebal Creativity Index

Rank 1 20 40 o0 80 100 120+

B Overall GCl Rank @ Technology Rank @ Talent Rank @ Tolerance Rank

. J
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Special 301 Report

* Kk x

OFFICE of the UNITED STATES TRADE REPRESENTATIVE

Priority Watch List

Intellectual Property | Priority Watch List

Algeria
Argentina
Chile
China
India
Indonesia
Kuwait
Russia
Thailand
Ukraine
Venezuela

Barbados
Bolivia
Brazil
Bulgaria
Canada
Colombia
Costa Rica
Dominican Republic
Ecuador
Egypt
Greece
Guatemala

Jamaica
Lebanon
Mexico
Pakistan
Peru
Romania
Switzerland
Turkey
Turkmenistan
Uzbekistan
Vietnam



feel partnership is more important
than stand-alone success
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What is the impact

of innovation?
95%

Competition e
more competitive economy

feel innovation can drive a

88%
Jobs

feel innovation is the
best way to create jobs

91%
Go Green

feel innovation can create
a greener xonomg

% 4i»
goz et/g \\ /4

feel we should bring value to society
as a whole not only to individuals

86%
Partnership “

Improve Lives

can successfully change citizens' lives in the next 10 years in:

90% 87% 84% 84%

Communications  Health Quality Job Market Environmental
Quality

imagination at work

66%

U8 TULARADUUINNG U

What drives
Innovation?

Value of Innovation ﬂ
believe that innovation will happen when the

general public is convinced of the value that

innovation will bring to their lives

65%
W Universities & Schools

tfeel that innovaticn happens when local

universities and schools provide a strong
model for tomorrow's leaders

62%

Protection

Patent
ogree that when the protection of

the copyright and patent are
effective then innovation can occur

Budget 48% '
Allocation 9)

believe that when government and public

officials set aside an adeguate share of their

budget to suppert innovative companies,
innovation can brew

58% a
Private -
Investors

believe that innovation will occur when

private investors are supportive of
companies that need funds to innovate

Government ﬁ
Support 43%
think innovation can occur when

governmental support for innovation is
efficiently organized and coordinated

Data collected from an independent survey of 1,000 senior business

s Coun

n the state and percepticn of inncvation
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